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ABSTRACT • Wood processing and furniture manufacturing is one of the key industrial sectors in South-East 
European countries. Based on its share in GDP, this industrial sector should be part of the national strategy plans. 
However, media coverage of wood processing and furniture manufacturing in Croatia, as well as in other South-
East European countries, is far behind the promotion of other industrial sectors. This paper presents the current 
situation in promotional activities of wood sector in some South-East European countries media and it shows the 
differences between individual countries. Also, it presents some ideas on improving this situation according to 
media share of other highly profi led industrial sectors in some South-East European countries. 
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SAŽETAK • Prerada drva i proizvodnja namještaja pripada važnijim industrijskim granama u zemljama 
jugoistočne Europe. Njezin udio u bruto nacionalnom dohotku svrstava tu industrijsku granu među one koje bi 
trebale naći svoje mjesto u nacionalnim strateškim planovima. Međutim, medijsko praćenje prerade drva i proiz-
vodnje namještaja u Hrvatskoj, kao i u drugim zemljama jugoistočne Europe, daleko zaostaje za promocijom nekih 
drugih industrijskih i ekonomskih grana i sektora. Ovaj će članak prikazati trenutačnu situaciju u promotivnim 
aktivnostima drvnog sektora u medijima nekih zemalja jugoistočne Europe i istaknuti postojeće razlike među 
pojedinim zemljama. Usto će dati neke ideje kako popraviti postojeću situaciju u drvnom sektoru u odnosu prema 
drugim, promotivno visoko pozicioniranim industrijskim granama u pojedinim zemljama jugoistočne Europe.
Ključne riječi: drvni sektor, mediji, medijska pokrivenost, insertacije, investicije u promociju 
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1 INTRODUCTION
1. UVOD
When selecting the countries to be involved in 
this research, we chose 3 countries in South-East Euro-
pean region with a similar level of wood processing 
and furniture manufacturing in state economy. It was 
also decided to include countries of different status 
with respect to the European Union. Therefore Croatia, 
Slovenia and Serbia were included in this research. As 
all these countries have a very similar way of investi-
gating media coverage of particular industrial and eco-
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nomic sectors within their countries, they could be ea-
sily compared.
The Republic of Croatia is located in South-East 
Europe with a total area of more than 56 thousand km2 
and with the population of 4.5 mil people. In Croatia 
wood represents a signifi cant raw material. The share 
of wood processing and furniture manufacturing in the 
Croatian GDP was about 2 % in 2007. The annual 
wood consumption in Croatia is more than 3.4 mil m3 
and in the year 2007, the revenues were over 1 billion 
Euros with more than 25 thousand employees. (Source: 
Statistical Yearbook of Croatia)
Industrial production indexes show signifi cant 
decrease from 2007 to 2010. The same goes for wood 
processing and furniture manufacturing, since these in-
dustrial sectors are the fi rst to respond to any crisis, 
especially a global one. The main reason for this is the 
fact that wood processing and furniture manufacturing 
in Croatia are highly export-oriented. So, any distur-
bances in the global or European market have a signifi -
cant infl uence on Croatian wood processing and furni-
ture manufacturing (Jelačić, 2010).
The situation with employment is almost the 
same. The total number of employees in wood proces-
sing and furniture manufacturing decreased from 
25,000 in 2007 (which was 9.8 % of all employees in 
the industrial sector, and 1.67 % of all employees in 
Croatia) to 21,000 in 2009 (9 % in the industrial sector, 
i.e. 1.41 % of all employees). (Source: Statistical Year-
book of Croatia).
Economic recession has strongly infl uenced the 
operation of companies in the last several years. Its in-
fl uence can be seen in all business fi elds, and hence 
also in the promotion activities of wood processing and 
furniture companies. At the moment, Croatia is in the 
process of ratifi cation of agreement and preparing to 
become part of the European Union in 2013.
The Republic of Slovenia is located west of Cro-
atia with a total area of more than 20 thousand km2 and 
with the population of 2 mil people. The share of wood 
processing and furniture manufacturing in the Slove-
nian GDP was about 1.5 % in 2007. In the year 2007, 
the revenues were over 1.5 billion Euros with more 
than 22.5 thousand employees.
Industrial production indexes also show signifi -
cant decrease from 2007 to 2010. The total revenues 
decreased from 1.5 billion Euros in 2007 to 0.75 billion 
Euros. The total number of employees in wood proces-
sing and furniture manufacturing decreased from 
22,500 in 2007 to 17.000 in 2010 and to 15,500 in 
2011. Slovenia is a member of the European Union. 
(Source: Statistical Yearbook of Slovenia).
The Republic of Serbia is located east of Croatia 
with a total area of 88 thousand km2 and with the popu-
lation of 7.2 mil people. The global economic crisis 
affected badly wood processing and furniture manu-
facturing in Serbia, so the number of employed people 
in that industrial sector decreased to 29,300 in 2010, 
which was 1.63 % of all employed persons in Serbia. 
Serbia has just started the negotiation process with the 
European Union. (Source: University of Belgrade, Fa-
culty of Forestry, Center for Marketing and Economics 
of Wood Industry).
2 MATERIAL AND METHODS
2. MATERIJAL I METODE
According to EFFIE index, 400 billion USD per 
year is spent on advertising and promotional activities 
in the world. That amount is increasing each year by 
5 % at least (Žujo, 2011).
Large amount of that money is invested into ad-
vertising and promotional activities on TV and printed 
media (newspapers, journals, magazines, etc.) (Stasiak-
Betlejewska and Borkowski, 2007).
In South-East Europe most of the adverts appear 
on TV, radio and in printed media, although other ways 
of promotion, such as billboards or brochures and fl -
yers, cover a signifi cant share of the market. At the mo-
ment, the most successful promotions are those that 
cover several different ways of marketing, including 
social networks, such as Facebook (Žujo, 2011).
This paper focuses on promotional activities on 
TV and in printed media monitored by offi cial agencies 
for monitoring the promotion in the key media in Cro-
atia, Slovenia and Serbia.
AGB Nielsen is the agency that monitors inserta-
tions of adverts on national TV channels (6 national 
TV channels) and Gross Rating Point (GRP) index of 
these TV channels. Insertation is the number of broa-
dcastings of a particular advert on a TV channel. 
IPSOS is the agency that monitors adverts in 
printed media and on the radio. Since they have just 
started monitoring radio stations, the data only covers 
printed media. The available data will be presented 
through fi nancial investments in promotion in different 
printed media.
The research period was from 2006 to 2011, and 
it covered the years of good economic conditions, the 
years of global recession and the years of new growth 
and development after the crisis.
To compare the share of the total number of in-
sertations and the share of the total investments in pro-
motion among Croatia, Slovenia and Serbia, the Analy-
sis of Variance was used, popularly known as the 
ANOVA test. When using the ANOVA procedure, it is 
assumed that the data from each group follow a normal 
distribution and that the groups to be compared have 
homogeneous variances. If the variances are not all 
equal, the Kruskal-Wallis test (the nonparametric equi-
valent of the ANOVA test) should be used. Tukey HSD 
post hoc test was used to determine the signifi cant dif-
ference, if any, in the ANOVA (Troendle, 1995). All 
analyzes were performed using the statistical package 
Statistics 7.1 (StatSoft Inc., 2006).
3 RESEARCH RESULTS
3. REZULTATI ISTRAŽIVANJA
Insertation is the number that shows how many 
times certain advert or group of adverts from a certain 
sector was broadcasted on a national TV channels. 
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Table 1 shows the total number of insertations for the 
period 2006-2011 in Croatia, Slovenia and Serbia. 
As shown in Table 1, the total number of inserta-
tions in Slovenia and Serbia show constant growth year 
after year, while in Croatia the total number of inserta-
tions decreased in the year after the fi nancial crisis started 
in Croatia. Afterwards, it showed growth again. It is inte-
resting to observe that the total number of insertations in 
Croatia is much less than in Slovenia, and even the Total 
Individual Universe (number of viewers) in Croatia is 
more than twice the Total Individual Universe in Slove-
nia (4.161.532 spectators in Croatia and 1.927.657 spec-
tators in Slovenia). It is even more interesting since the 
number of national TV channels included in the research 
was 6 in Croatia, 5 in Slovenia and 19 in Serbia.
Table 2 presents the share of the furniture, house-
hold appliances and household accessories sector in 
the total number of insertations.
As shown above, the share of furniture TV pro-
motion is much higher in Serbia than in Croatia and 
Slovenia. However, these shares have different trends 
in individual countries. In Croatia, this share was 
growing until 2008, then it was decreasing until 2010, 
and in 2007 and 2011 it was almost the same. In Slove-
nia, it rapidly decreased in 2008, it starting growing 
again in 2010 and in 2011 it was at the level of 0.29 %. 
In Serbia, it was constantly decreasing and dropped 
from 1.60 % in 2007 to 0.67 % in 2011.
The following fi gures show the share of several sec-
tors most often advertised on TV and of furniture, house-
hold appliances and accessories sector (Figures 1 to 3), 
and then of furniture sector in particular (Figures 5 to 7).
According to Figure 4, Kruskal-Wallis test shows 
that there is a signifi cant difference between the total 
number of insertations and that the difference is caused 
by data from Serbia.
Table 2 and Figures 1 to 3 clearly show that the 
sector of furniture, household appliances and accesso-
ries did not have the position it deserved on TV chan-
nels. This especially applies to Croatia and Slovenia, 
since the share of this sector in TV promotion was from 
0.20 % in Slovenia for 2009 to 0.74 % in Croatia for 
the same year. The situation in Serbia is a little bit bet-
ter, since the share of furniture, household appliances 
Table 1 Total number of TV insertations in individual countries for the period 2006-2010
Tablica 1. Ukupni broj emitiranja na TV-u u pojedinoj zemlji u razdoblju 2006-2010.
Country / Država 2006 2007 2008 2009 2010 2011
Croatia / Hrvatska 242 843 277 126 336 999 301 928 342 407 440 357
Slovenia / Slovenija 369 338 375 098 441 295 471 661 645 432 642 589
Serbia / Srbija 606 482 823 373 882 507 955 407 1 111 448 1 440 619
Table 2 Share of furniture, household appliances and household accessories sector in TV promotion for individual countries 
in the period 2006-2011 (in %)
Tablica 2. Udio sektora namještaja, kućnih uređaja i opreme u TV promociji za pojedinu zemlju u razdoblju 2006-2011. (u %)
Country / Država 2006 2007 2008 2009 2010 2011
Croatia / Hrvatska 0.57 0.51 0.65 0.74 0.46 0.50
Slovenia / Slovenija 0.43 0.53 0.25 0.20 0.30 0.29
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Food / hrana
Beverages / piće
Household cleaning products / čišćenje u kućanstvu
Furniture, household appliances & household accessories  
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Figure 1 Number of insertations for specifi c sectors in Croatia for the period 2006-2011
Slika 1. Broj emitiranja za pojedine sektore u Hrvatskoj u razdoblju 2006-2011.
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and accessories sector was 0.67 % for 2011 to 1.63 for 
2008. However, this share is almost constant with small 
variations in Croatia and Slovenia, while in Serbia it is 
decreasing signifi cantly every year.
The position of furniture within the furniture, 
household appliances and accessories sector is much 
better in Croatia and Serbia than in Slovenia, since in 
Croatia the share of furniture itself within the sector is 
between 50.14 % (2011) and (84.75 % (2011), and in 
Serbia it is between 36.07 (2008) and 73.20 (2010), 
while the share of furniture within the sector in Slove-
nia is very low and it ranged between 4.41 % (2011) 
and 13.92 % (2006). As shown in Figures 4 to 6, furni-
ture, household appliances and accessories sector con-
sists of different groups in different countries, but it 
can be compared when rearranged.
Printed media promotion activities are monitored 
by IPSOS but not based the number of adverts in all 
Croatian, Slovenian or Serbian printed media, but ba-
sed on money invested in printed media advertising 
according to the applicable price list in a particular 
newspaper or magazine.
Advertising is not monitored by sectors, e.g. on 
TV, but according to groups of products or production 
programs. Therefore, the printed media data differs from 
TV data, but nevertheless the state of promotion activi-
ties of wood processing and furniture manufacturing 
sector can be observed in three countries in question. 
The following fi gures show the share of fi nancial in-
vestments in printed media promotion by wood proces-
sing and furniture manufacturing and the share of some 





















Hypermarkets, markets, shopping malls / trgovina na veliko i malo
Cars / automobili
Mobile telecommunications / mobilne telekomunikacije
Washing powders/ prašci za pranje
Hair care / njega kose





Furniture, household appliances & household accessories  
namještaj, kućni uređaji i oprema
Figure 2 Number of insertations for specifi c sectors in Slovenia for the period 2006-2011




























Hobies and free time / hobi i slobodno vrijeme
Food and non-alcoholic beverages / hrana i bezalkoholna pića
Cosmetics / kozmetika
Household chemistry and suppliences / kućni kemijski proizvodi
Telecommunications / telekomunikacije
Furniture, household appliances & household accessories  
namještaj, kućni uređaji i oprema
Figure 3 Number of insertations for specifi c sectors in Serbia for the period 2006-2011
Slika 3. Broj emitiranja za pojedine sektore u Srbiji u razdoblju 2006-2011
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Kruskal-Wallis ANOVA by Ranks; tab 2 
Independent (grouping) variable: država / country
Kruskal-Wallis test: H (2, N= 18) =13.55556 p =,0011
Multiple Comparisons p values (2-tailed); Tab. 2 (Spreadsheet49) Independent (grouping) variable: country / država 
Kruskal-Wallis test: H (2, N= 18) =13,55556 p =,0011
Croatia / Hrvatska Slovenia / Slovenija Serbia / Srbija
Croatia / Hrvatska 0.281045 0.136264
Slovenia / Slovenija 0.281045 0.000708
Serbia / Srbija 0.136264 0.000708
Figure 4 Comparison of shares of the total number of insertations between Croatia, Slovenia and Serbia


























Carpets, flooring, soft furnishing / tepisi, podovi i meka pokrivala
Furniture / namještaj
Bedding, towels, blankets, linen / pokrivala za krevet, ručnici
Baths, washbasins, showers, toilets / kupaonice, kade, tuševi
Household decorative accessories / dekorativni kućni dodaci
Kitchen utensils / kuhinjske potrepštine
Figure 5 Number of insertations for furniture, household appliances and accessories sector in Croatia for the period 2006-2011
Slika 5. Broj emitiranja u sektoru namještaja, kućnih uređaja i opreme u Hrvatskoj u razdoblju 2006-2011.
Table 3 Share of furniture within furniture, household appliances and household accessories sector for specifi c countries in 
the period 2006-2011 (in %)
Tablica 3. Udio namještaja u sektoru namještaja, kućnih uređaja i opreme za pojedinu zemlju u razdoblju 2006-2011 (u %)
Country / Država 2006 2007 2008 2009 2010 2011
Croatia / Hrvatska 67.58 61.41 78.18 84.75 67.94 50.14
Slovenia / Slovenija 13.92 13.76 4.74 12.97 8.85 4.41
Serbia / Srbija 62.69 40.75 36.07 62.59 73.20 59.47
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Figure 11 and Post Hoc test (Tukey HSD test) 
clearly show that there is a signifi cant difference among 
investments in printed media promotion in all three 
countries.
As it can be observed from Figures 8 to 10 and 
Table 4, the share of furniture manufacturing in the to-
tal investment in printed media promotion is much hi-
gher than the share of promotion on TV channels. For 
example, in Croatia, the share of promotion on TV 
channels was only 0.252 % for furniture and 0.503 % 
for the sector of furniture, household appliances and 
household accessories in 2011 (the smallest). The same 
share of promotion on TV channels was 0.628 % for 
furniture and 0.741 % for the whole sector in the year 
2009 (the highest). At the same time, the share of fur-
niture adverts in printed media was 1.129 % and 1.765 
% for the whole sector in the year 2011 (the smallest), 
which is much higher than TV promotion. Furniture 
achieved the highest share in the year 2006 and it was 
1.803 %, and this share for the whole wood processing 
and furniture manufacturing sector was 2.825 %.
A similar situation has been found in Serbia, 
where the share of furniture in printed media promo-
tion is higher than in Croatia and it is between 2.50 % 
in 2011 and 3.28 % in 2009. 
In Slovenia, the situation and the share of furnitu-
re in printed media promotion is similar to the situation 
on TV channels. The share of furniture in printed me-
dia is between 0.28 % in 2011 and 0.67 % in 2010, and 
this share is higher than the share on TV channels. As 
shown, the share of furniture in Slovenia is much lower 
than shares in Croatia and Serbia.
In terms of total values, Croatian companies in-
vest in printed media promotion much more than com-
panies in Serbia or Slovenia. This could be expected 

































Internal equipment / unutarnja oprema
Carpets, floors / tepisi, podovi
Furniture / namještaj





















2006 2007 2008 2009 2010 2011
Furniture and furniture salons / namještaj i saloni namještaja
Carpets, floors, curtanis / tepisi, podovi, zavjese
Bathroom furniture/ kupaonički namještaj
Lights / rasvjeta
Office furniture / uredski namještaj











Kitchen appliences / kuhinjska oprema
Figure 6 Number of insertations for furniture, household appliances and accessories sector in Slovenia for the period 2006-2011
Slika 6. Broj emitiranja u sektoru namještaja, kućnih uređaja i opreme u Sloveniji u razdoblju 2006-2011.
Figure 7 Number of insertations for furniture, household appliances and accessories sector in Serbia for the period 2006-2011
Slika 7. Broj emitiranja u sektoru namještaja, kućnih uređaja i opreme u Srbiji u razdoblju 2006-2011.
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Magazines and newspapers / časopisi i novine
Department stores, retail chains, hypermarkets / trgovački centri i trgovine
Car personal use / osobni automobili
Financial Institutions / financijske institucije










Mobile telecommunications / mobilne telekomunikacije
Megastores, retail stores / trgovački centri i trgovine




































2006 2007 2008 2009 2010 2011
Figure 8 Investments in printed media promotion in Croatia for the period 2006-2011 (in €)
Slika 8. Investicije u promociju u tiskanim medijima u Hrvatskoj u razdoblju 2006-2011. (u EUR)
Figure 9 Investments in printed media promotion in Slovenia for the period 2006-2011 (in €)
Slika 9. Investicije u promociju u tiskanim medijima u Sloveniji u razdoblju 2006-2011 (u EUR)
Table 4 Total investment in printed media promotion (in mil. €) and share of furniture (in %) for the period 2006-2011



















































































179.6 1.80 204.6 1.59 216.8 1.60 194.8 1.56 204.6 1.52 206.7 1.13
Slovenia
Slovenija
124.5 0.47 144.3 0.47 157.8 0.40 145.3 0.64 150.8 0.67 147.2 0.28
Serbia 
Srbija
63.6 2.94 98.6 2.57 96.2 2.70 72.6 3.28 71.0 2.52 68.0 2.50
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Figure 10 Investments in printed media promotion in Serbia for the period 2006-2011 (in €)
Slika 10. Investicije u promociju u tiskanim medijima u Srbiji u razdoblju 2006-2011. (u EUR)
Effective hypothesis decomposition 
Vertical bars denote 0.95 confi dence intervals
ANOVA: F(2, 15)=141.27, p<0.000001
country / država; LS Means
Current effect: F(2, 15)=141,27, p=,00000
Levene’s Test for Homogeneity of Variances (Spreadsheet49) Effect: country Degrees of freedom for all F’s: 2, 15
MS MS F p
tab 4 0.027099 0.019019 1.424862 0.271299
Tukey HSD test; variable tab 4 (Spreadsheet49) Approximate Probabilities for Post Hoc Tests Error: Between MS = ,05450, df = 15,000
Country / Država Croatia / Hrvatska Slovenia / Slovenija Serbia / Srbija
1 Croatia / Hrvatska 0.000179 0.000178
2 Slovenia / Slovenija 0.000179 0.000178
3 Serbia / Srbija 0.000178 0.000178
Figure 11 Comparison of the share of furniture in the total investments in printed media promotion between Croatia, 
Slovenia and Serbia
Slika 11. Usporedba udjela troškova za promociju namještaja u ukupnim investicijama u promociju u tiskanim medijima u 
Hrvatskoj, Sloveniji i Srbiji
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more printed publications in Croatia than in Slovenia 
per capita. The difference between Croatia and Serbia 
in the total investments in printed media promotion 
could partly be explained by much lower prices in € for 
adverts in Serbia, as there should be much more printed 
publications per capita in Serbia than in Croatia.
4 CONCLUSION
4. ZAKLJUČAK
The industrial sector, such as wood processing 
and furniture manufacturing, obviously deserves a bet-
ter place in the promotion business of Croatia and Slo-
venia. This applies especially to TV channels, since 
there is a saying “if it is not on TV, it doesn’t exist”. 
According to the share of wood processing and furnitu-
re manufacturing in national GDPs in the countries 
concerned (2 % in Croatia, 1.5 % in Slovenia), the sha-
re of this sector in TV promotion (0.5 % in Croatia, 0.3 
% in Slovenia, 0.6 % in Serbia) is not satisfactory. 
The main problem for the promotion of wood pro-
ducts in the Croatian media is the lack of working capi-
tal, so wood processing and furniture manufacturing 
companies decide to invest into something else instead 
of promotion activities. Another reason is that there is no 
lobby that would promote wood processing and furnitu-
re manufacturing as an environmentally friendly indust-
ry. Wooden clusters could and should improve this situa-
tion acting jointly in that direction. The battle between 
wooden clusters and PVC lobby regarding joinery (win-
dows especially) is very hard and PVC is currently win-
ning. However, this should be changed as soon as possi-
ble. Another way for companies to improve this situation 
is to join in a cluster based on production program and 
not regionally, so as to act together in promotion activi-
ties. This would be especially useful with respect to TV 
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